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Penelitian ini bertujuan untuk menganalisa pengaruh kesadaran merek, asosiasi 
merek, persepsi kualitas dan loyalitas merek terhadap keputusan pembelian 
chocobean (studi kasus di chocobean cafe kudus). 
Dimana diajukan empat variabel bebas dan satu variabel terikat, yaitu kesadaran 
merek, asosiasi merek, persepsi kualitas dan loyalitas merek sebagai variabel 
bebas dan keputusan pembelian sebagai variabel terikat. 
Penelitian ini dilakukan dengan metode survei terhadap konsumen yang membeli 
Chocobean di Chocobean Cafe Kudus dan dianalisis dengan regresi. Tahap 
pertama menguji validitas dan reliabilitas pertanyaan setiap variabel. Tahap 
kedua, meregresi kesadaran merek, asosiasi merek, persepsi kualitas dan loyalitas 
merek terhadap keputusan pembelian chocobean (studi kasus di chocobean cafe 
kudus). 
Hasil penelitian menunjukkan bahwa variabel kesadaran merek, asosiasi merek, 
persepsi kualitas dan loyalitas merek berpengaruh positif signifikan terhadap 





Perusahaan disarankan memberikan potongan harga pada even-even tertentu dan 
mempertahankan serta meningkatkan sistem promosi. 
 
Kata kunci:  kesadaran merek, asosiasi merek, persepsi kualitas, loyalitas 
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UNIVERSITAS MURIA KUDUS 
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This study aims to analyze the effect of brand aware, brand association, quality 
perception and brand loyalty to decree of chocobean purchase (case study in 
chocobean cafe Kudus). Where is proposed four independent variables and one 
dependent variable, that is brand aware, brand association, quality perception 
and brand loyalty as independent variable and decree of purchase as dependent 
variable. 
This research was conducted by survey method to customer at chocobean cafe 
Kudus and analyzed by regression. The first phase tested the validity and 
reliability questions for each variable. The second phase, regressed brand aware, 
brand association, quality perception and brand loyalty to decree of chocobean 
purchase (case study in chocobean cafe Kudus). 
The results showed that brand aware, brand association, quality perception and 
brand loyalty have a significant positive effect on decree of chocobean purchase 
in chocobean cafe Kudus. Company are encouraged to provide discounts on 
certain events and improve the promotion system. 
 
Keywords: brand aware, brand association, quality perception, brand loyalty 
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